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What role does innovation play in Vivendi’s 
growth strategy?

Vivendi has made innovation a central part of its development strategy. 
While seeking to strengthen its position in emerging countries, the Group 
also has an active policy of supporting organic growth in its business units 
and of identifying future growth vectors. The ongoing launch of innovative 
products and services, coupled with diversifi cation initiatives, consolidates 
the subsidiaries’ business and fi nancial results and confi rms their long-
term position as leaders in the markets for content, platforms, and 
interactive networks. Vivendi set up an Innovation Department in October 
2010 to boost this effort.

What are the Innovation Department’s objectives?
Our objectives are to multiply internal initiatives, stimulate organic 

growth, and identify new growth vectors. This approach is organized around 
four main lines: launching ambitious new development projects, developing 
cooperation between subsidiaries, increasing the visibility and speeding up 
the success of existing internal innovation projects in each subsidiary, 
and expanding openings for external innovation.

What are the development areas 
of these new projects?

Initially, we want to launch ambitious new development projects 
by drawing on the Group’s assets and competencies. By increasing the 
number of innovative offerings for the general public, SFR supports its 
customers in their digital lives on a daily basis. For several years now it 
has committed to an active policy of expanding its operational scope to 
activities related to its core business, like the new connected home 
services (SFR HomeScope). With digitization and the improved capacities 
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of networks and connection technologies, major sectors  
of the economy are reinventing services by integrating  
connections, remote access and interactivity. With its 
mobile and fixed-line high-speed networks, SFR is central 
to these developments and it is positioned as the favored 
partner of these different actors to create new services.

What about the other Vivendi businesses?
Universal Music Group has successfully diversified in 

the last few years, by entering into marketing agreements 
with partners, signing “360°” contracts with its artists,  
proposing a range of services and content directly to music 
consumers, and investing in merchandising. Innovation is 
also a core value of Maroc Telecom Group, which offers  
services adapted to new practices – for instance Mobicash, 
a mobile-phone money order and payment solution in 
Morocco. Canal+ Group prolongs the customer’s experience 
with an ever-greater range of premium content and inter-
active services, at a time when the number of Internet  
connections and screens allowing access to programs  
has risen sharply. Lastly, Activision Blizzard’s efforts are a 
textbook case. Its studios have introduced development 
processes of an incomparably high standard to produce the 
most innovative games, both in terms of players’ participation  
in social networks and of ergonomics. For example, the  
use of movement-capture technology in the game Call of 
Duty: Black Ops results in increasingly realistic facial 
expressions.

Through this approach, Vivendi aims to capitalize  
on all the Group’s assets and know-how to offer its  
customers services that stand out and to position the Group  
in new markets. 

How important is the development  
of greater cooperation between Group 
businesses? 

This is a key issue for the Innovation Department’s 
objectives. We shall encourage the development of common 
initiatives that can open up opportunities for growth or  
differentiation in relation to its competitors for the Group.  
We want to increase the sharing of know-how between our 
businesses, which face similar technical changes, the same 
emerging consumer needs, and even competition from  
the same players in our markets. For example, GVT is  
relying on Canal+ Group and SFR know-how to launch a 

pay-TV offer in Brazil. Sharing know-how effectively speeds 
up the operational implementation of projects while lowering 
the risks involved.

How are you going to find innovation 
projects?

Our objective is to find and promote the many internal 
innovation projects that exist in the Group business units, 
increase their visibility, and accelerate their success by 
boosting resources. 

We are also going to increase our openness to external 
innovation. In our sectors, new services, platforms, and  
technologies are frequently created in start-ups or in the 
laboratories of our principal partners. The Vivendi business 
units are constantly in touch with the start-up ecosystem. 
For example, SFR Développement’s goal is to reward and 
encourage innovation through close cooperation with  
partners, such as innovative young companies, in which  
it invests when appropriate. The subsidiaries have also  
created strategic watch committees and formed strategic 
partnerships with others to facilitate the take-off of new 
activities. We shall build on these existing systems, in a 
pragmatic way. 

A final word?
This challenge is very motivating because it involves all 

the Group business units and know-how. Everyone has a role 
to play. Vivendi sells products and services to the general 
public. We are at the dawn of a new world, with the prospect 
of creating diversification activities and new services to turn 
into tomorrow’s growth vectors.

“The Group has an active policy  
of supporting organic growth  
in its business units and of identifying 
future growth vectors.”


